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Abstract 

This research aims to develop a model and survey instrument for after-repair service 

customer satisfaction at Auto2000 Sukun, Malang City. The research objective is based 

on follow-up case observations during after sales and after service at the Auto2000 Sukun 

dealer and repair company, in Malang City. In the follow-up workflow, the company still 

applies a semi-manual process, so the input error rate is very large. In addition, the survey 

instrument was applied separately to the two follow-up pathways. This type of research 

is case study research and is applicable/action research in a company. The focus of the 

case study in this research is on customer satisfaction follow-up, namely Post Delivery 

and Service Follow Up (PDSFU). The research was carried out at the Mechanic and 

Customer Relationship Coordinator (CRC) Service Unit. Researchers were involved as 

full participants in designing follow-up models and instruments. The research results show 

that the follow-up process can be more efficient and effective by designing an automated 

follow-up and survey system. Through system automation, data will be processed in more 

detail, with minimal errors and easier data processing. A reliable follow-up survey system 

will provide benefits in terms of accuracy and useful data information for the company. 
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INTRODUCTION  

Various car brands have competed to expand their presence and actively 

participate in the Indonesian automotive market in recent times (Zainuddin, 2023). The 
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increase in vehicle use affects the use of after-sales services such as car maintenance 

and repair services. The automotive dealership business is currently very challenging due 

to global competition, so this business also provides side services, for example repair 

services and after sales services (Baidoo & Odum-Awuakye, 2017). Therefore, 

companies in the automotive industry need to have a strategy, one of which is paying 

attention to consumer satisfaction (Muktisia & Lestari, 2023). 

The global automotive business is developed based on manufacturing-centered 

sales where auto maintenance and repair service have been recognized to play as a 

secondary role in resolving problems occurring within the warranty period after sale of 

new cars (Hong, Kim, & Oh, 2020). One company operating in the automotive sector that 

provides after-sales service and car sales is Auto2000 from Toyota. Apart from 

competition with various brands, each Auto2000 dealer also competes with other 

Auto2000 dealers and several other Toyota dealers, as well as other car repair shops. 

Consumers' first expectations of services are the quality of the services provided 

(Lőke, Kovács, & Bacsi, 2018). Good service quality, especially at servicing dealers, can 

build consumer trust in the company (Balinado, et al., 2021) and in the company's 

sustainability (Adusei & Tweneboah-Koduah, 2019). In the business world, customer 

satisfaction is important because retaining customers is more cost efficient than finding 

new customers. Consumers are willing to pay more to get good quality service (Yussoff 

& Nayan, 2020). Customer satisfaction has a positive impact on customer retention and 

loyalty. Currently, many business companies are very serious about pursuing customer 

satisfaction as the main strategy in maintaining market share and increasing 

competitiveness in their industrial sector (Balinado et al., 2021). 

Customer satisfaction is the first step towards establishing customer loyalty (Dilla 

& Ngatno, 2020). Companies that can create customer satisfaction are able to make 

customers make repeat purchases and these customers will become loyal customers in 

the long term even though there are competitors who offer better or more affordable 

goods or services (Ilias & Shamsudin, 2020; Shamsudin et al., 2019; Zhang et al., 2022). 

Companies indirectly benefit from recurring income from customers themselves and 

benefit from positive promotions through experiences that consumers share with others 

(Kwon & Ahn, 2022). 

Maintaining consumer satisfaction by providing good customer service is very 

important for companies to create a positive reputation for the company as well as brand 

recommendations to other customers (Ilias & Shamsudin, 2020). Satisfied customers not 
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only become loyal consumers, but consumers also become effective marketing agents 

through word-of-mouth promotions (Yussoff & Nayan, 2020). The information provided by 

customers is honest information and is considered more authentic than company 

advertising (Cheung & Lee, 2012). 

Realizing the importance of customer satisfaction, companies need to create 

strategies to maintain customer satisfaction, namely by collecting input and suggestions 

from customers. Auto2000 Sukun as one of the official Toyota dealers in Malang City has 

several advantages, especially in after-sales service, especially regular maintenance 

programs, trained and certified technicians, the use of special equipment that meets 

standards, and the availability of genuine Toyota spare parts. One of the other things that 

Toyota car owners should consider when choosing after-sales service at this place is 

quality service. 

 Customer satisfaction occurs when the products and services offered by a 

company match what consumers expect (Okamoto et al., 2017). Customer satisfaction 

surveys are an instrument that is quite effective in getting votes from consumers (Lee et 

al., 1999). Customers have a very important role in assessing or evaluating the quality of 

services provided by companies (Nunkoo et al., 2020; Torres, 2014). 

  

Objectives  

This article intends 

1. To develop a model and survey instrument for after-repair service customer 

satisfaction at Auto2000 Sukun, Malang City 

2. To reorganize the customer satisfaction survey instrument 

The follow-up process is still carried out manually, thereby increasing the risk of 

omissions and writing errors. When checking one by one on the Workshop Work Order 

(PKB) sheet for Post Service Follow Up (PSFU), there is the potential for missing the PKB 

sheet, so that some customers may not go through the PSFU process. Researchers also 

reorganized the customer satisfaction survey instrument, so that companies can explore 

information related to consumer needs and preferences for the company's products and 

services so that companies can take appropriate action to close the gap between 

customer expectations and perceptions of customer quality (Utama et al., 2020). 
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LITERATURE REVIEW 

 Service quality is a measure of the suitability of the services provided by the 

company with customer expectations. Service quality is the ability of a company to 

provide products or services that have high quality standards with the aim of meeting 

customer satisfaction as the main key to winning competition in the market (Annisa, 2022). 

Companies will benefit from consumer satisfaction with service quality (Balinado, et al., 

2021). Timeliness in providing services, employee expertise and professionalism, the 

company's ability to handle problems, and interactions with customers as a whole are the 

basis for assessing service quality (Singh et al., 2023). 

Good service quality has an impact on consumer satisfaction (Zygiaris, Hameed, 

Alsubaie, & Rehman, 2022; Suryani, 2017; Shrestha, 2021). Service quality makes a 

difference to the success and failure of a service company, including after sales service 

for automobile companies (Baidoo & Odum-Awuakye, 2017; Zygiaris, Hameed, Alsubaie, 

& Rehman, 2022). 

In particular, in automobile repair services, after-sales services are currently an 

important part of marketing for automobile companies because they provide benefits in 

the short and long term for the company (Adusei & Tweneboah-Koduah, 2019). Stirruph 

& Matthew (2023) in their research in Nigeria and Balinado, et al., (2021) in their research 

in the Philippines stated that automobile companies build sales and service/repair 

businesses to retain consumers. 

In research in Nigeria, the Toyota brand of cars is the most popular among car 

owners in the study area, and the major fault repaired in these cars are mechanical ones; 

but this is rarely repaired. Also, the auto-repairers in the study locations do not generally 

lack the knowledge, skills, experience and equipment to troubleshoot and repair vehicles 

(Stirruph & Matthew, 2023). 

Taking the dimensions of service quality from Parasuraman in 1988, Mahsyar and 

Surapati (2020) explain five dimensions of service quality, namely: 

a. Tangibles. Physical evidence such as facilities, equipment and employee appearance 

influence service quality because they are factors that are directly felt by consumers 

and can form their first impression of a service. 

b. Empathy. Empathy is a company's ability to see a situation from the consumer's 

perspective, understand and respond to the needs, desires and concerns felt by 

consumers so that consumers feel understood and appreciated. 
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c. Reliability. This reliability refers to the company's ability to provide services that are 

accurate, reliable, and in line with consumer expectations and needs. 

d. Responsiveness. Responsiveness is the company's ability to handle problems or 

respond quickly to requests and questions from customers. 

e. Assurance. Assurance refers to the ability of a company or employee to create a 

sense of security or trust for its customers, such as providing a guarantee of a safe 

transaction system. 

 

Assessment of service quality is a very subjective matter and can best be 

understood by the service users themselves. Only customers can provide the most 

accurate view of the service they receive (Syaini & Masruri, 2023).  

 Measuring service quality can be done by comparing consumer opinions regarding 

actual experiences with customer expectations regarding the company's services. There 

are 2 types of ways to measure service quality, namely soft and hard measurements 

(Ramya et al., 2019). Soft measurement involves interaction with other people to assess 

the company's overall service, which can be done by (1) involving consumers as service 

users directly through customer satisfaction surveys, and (2) analyzing the company's 

internal performance from feedback from employees who play a role in providing service 

to customers. Hard measurements are carried out directly while the service is being 

carried out. This approach is usually carried out through an audit process, where certain 

aspects of the service are evaluated and measured directly. 

 Customer satisfaction is the level of satisfaction or happiness felt by customers 

after using a company's products and services. If the service provided is able to meet or 

exceed customer expectations, it means that the service is of good quality or service 

quality (Syafrida & Putra, 2023). Measuring customer satisfaction can be done in several 

ways, namely: 

a. Complaint and suggestion system 

b. Ghost/mystery shopping 

c. Lost customer analysis 

d. Customer satisfaction survey 

Measuring satisfaction with service quality can be obtained using objective and 

subjective methods. Objective methods include measurable parameters, e. Sales 

revenue, market share, migration, consumer retain rate, returning customer rate. 

Subjective explicit methods require the questioning of the customer, implicit methods 
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require the questioning of staff, and mystery shopping (Lőke, Kovács, & Bacsi, 2018). 

Larger service providers also use the technique of mystery shopping (mystery guest). In 

this technique a well-trained observer, disguised as a customer, tests the service process, 

focusing on the expectations of normal customers. 

 

METHOD 

This research takes the form of case study research and is applicable/action 

research on a company. The focus of the case study in this research is on customer 

satisfaction follow-up, namely Post Delivery and Service Follow Up (PDSFU) at Toyota 

Auto 2000 Sukun, Malang, Indonesia. The research was carried out at the Mechanic and 

Customer Relationship Coordinator (CRC) Service Unit. This unit is the unit responsible 

for customer satisfaction follow-up. The nature of the applicable research in this research 

is in accordance with the research objective, namely producing a more efficient and 

effective Post Delivery and Service Follow Up (PDSFU) model for the Toyota Auto 2000 

Sukun. 

 The data in this research is qualitative from observations at the CRC unit. 

Observations and model design were carried out in the period September-December 

2023. The involvement of researchers in research subjects was full participant and carried 

out by Research Assistants. Data were analyzed using case study analysis on research 

subjects (on site analysis) and followed up with the design of after-repair/service survey 

models and instruments. The analysis stages are as follows: 

1. Observe PDFSFU workflow and documents 

2. Identify the problem 

3. Discuss the problem with the CRC supervisor 

4. Design models and instruments 

5. Submit the model design to the CRC supervisor 

The customer satisfaction survey method prepared is soft measurement which is 

subjective explicit methods. 

 

DISCUSSION 

Cases in Auto2000 Sukun, Malang 

In the Tangibles dimension, Auto2000 Sukun has provided various facilities for 

customers, namely a waiting room equipped with wifi, television and charger station, free 

snacks and drinks, prayer room, play ground for children, and also a smoking room. 
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Customers can see the car work process through the glass partition design in the waiting 

room. Auto2000 Sukun sets standards for its employees starting from the uniforms and 

attributes they wear, hairstyles, personal hygiene and so on. 

During the car purchasing process, customers who have needs related to after-

sales service can convey this to the service advisor. Service advisors listen to every 

customer complaint, explain the problems encountered, and provide appropriate 

solutions. Apart from that, in general, CRC is open to listening and responding to every 

criticism and suggestion regarding every customer transaction at Auto2000 Sukun. 

Auto2000 ensures the availability of original spare parts, accurate time and cost 

estimates in the car maintenance or repair process and handling problems according to 

customer complaints. Auto2000 Sukun provides a fast and responsive response to 

customer needs and questions through Emergency Road Assistance (ERA) which 

operates 24 hours as an emergency service that other dealers do not have. Every Toyota 

car buyer at Auto2000 Sukun will get an AstraWorld broadband card which gives access 

to ERA services for 5 years. The ERA Auto2000 Sukun team provides various services, 

ranging from light assistance such as battery jumpers or retrieving left keys to car carrier 

services for serious cases. 

Auto2000 Sukun provides various guarantees to customers in the form of 

warranties and guarantees. Warranty is a written guarantee that is given free of charge 

for any problems that may arise after purchasing a car. Meanwhile, the guarantee is a 

special guarantee for service work, with a validity period of 14 days for general repairs 

and 3 months for body paint work. Apart from that, Auto2000 Sukun also provides other 

guarantees, namely through employees who are honest, educated and have regular 

training certificates. Each division at Auto2000 regularly holds meetings and audits to 

discuss problems that arise and evaluate the quality of the services provided. 

Auto2000 Sukun regularly measures customer satisfaction through regular 

customer satisfaction surveys using two ways to measure service quality, namely soft and 

hard measurements. The results of this measurement provide valuable insight to continue 

improving aspects that need improvement. 

Auto2000 Sukun conducts two types of surveys, namely Post Delivery Follow Up 

(PDFU) and Post Service Follow Up (PSFU). 
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1. Post Delivery Follow Up (PDFU) 

PDFU is a customer satisfaction follow-up that is carried out after handing over the 

vehicle to a customer who has just made a purchase. Customer Relationship 

Coordinators (CRC) will perform PDFU. This process is carried out simultaneously with 

Delivery Explanation to Customer Tracking (DEC Tracking). CRC will send messages via 

WhatsApp to customers regarding questions regarding DEC Tracking such as service 

quality from salespersons, explanations about T-Care, and assistance in booking service 

and also requests to fill out customer satisfaction surveys sent by Toyota head office 

personally. 

After sending a message to consumers, CRC will check the activation of the T-

Intouch feature while inputting a list of consumers who have been contacted. The 

customer satisfaction survey data will be input into the Toyota iCare system. There are 

14 customer satisfaction survey questions in the Toyota iCare system, including the 

following: 

a. Consumer identity (Full Name, Telephone Number, Date of Birth, social media 

accounts) 

b. Vehicle identity and chassis number 

c. Salesman's name 

d. Satisfaction with service, namely ease of contacting the workshop, ease of getting 

a service schedule, long waiting time to be served by a service advisor (SA), length 

of service time, dealer facilities, estimated service costs, service from workshop 

staff, vehicle condition after service, reminders and booking process 10,000km/6 

months service, and consumer reasons for satisfaction 

e. Information regarding the benefits of the free periodic service fee program, the 

benefits of servicing at authorized Toyota workshops, and information about the 

benefits of body & paint servicing at authorized Toyota workshops 

f. Favorite foods and drinks and interests 

g. Plans to purchase Toyota in the near future (next 3 months) 
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Figure 1. Post Delivery Follow Up (PDFU) Process Flow 

Source: Author (2023) 

 

2. Post Service Follow Up (PSFU)  

PSFU is a follow-up customer satisfaction survey carried out by Maintenance, 

Reminder and Appointment (MRA) officers on H+3 after the customer has had the car 

serviced. Through Workshop Work Orders (PKB), MRA checks cars that have received 

service. MRA uses information from PKB, such as name, license number and type of car, 

and then contacting customers via WhatsApp. Customers are asked to complete a 

customer satisfaction survey via a link shared on WhatsApp. The list of consumers who 

have been contacted will be input into the Libre application. After the customer fills out 

the survey, MRA backs up the customer data that has been contacted into the Toyota 

Dealer Management System (TDMS). There are 10 customer satisfaction survey 

questions in the TDMS system at PSFU, including satisfaction with vehicle service results, 

accuracy of delivery promises, time required for vehicle service, workshop facilities, ease 

of contacting the workshop when servicing, ease of getting a service schedule, length of 

waiting time and service by service advisors, explanations from workshop staff regarding 

costs, work, estimated length of service time for Toyota vehicles, as well as post-service 

vehicle cleanliness. 
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Figure 2. Post Service Follow Up (PSFU) Process 

Source: Author (2023) 

 

 
  

Figure 3. Questions and Input of PSFU Survey Results in TDMS 

Source: Auto2000 (2023) 
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Auto2000 Sukun is one of the Auto2000 Units in Malang City. Case findings in the 

process of implementing Post Delivery Follow Up (PDFU) and Post Service Follow Up 

(PSFU) in the Mechanic Task Division and Customer Relationship Coordinator (CRC) 

section are as follows: 

 

a. Impracticability 

The PSFU process takes quite a long time because every step, starting from 

checking customers who have carried out service using the Workshop Work Order 

(PKB) sheet, sending messages via WhatsApp, to inputting data in Libre and TDMS, 

is done manually and one by one. The unavailability of a system connected to data 

makes the follow-up process less efficient. As with PDFU, customer checks that 

require Delivery Explanation to Customer (DEC) Tracking are carried out one by one. 

In the PDFU process when inputting results into the Toyota iCare system and 

checklist, checking one by one on T-Intouch takes time. The lack of clear information 

about the car types in the line-up means that checks must be done one by one. 

b. System error 

When inputting PSFU results, errors often occur in the TDMS system. Some 

names or rows cannot be filled in, causing problems in inputting PSFU results. 

c. Risk of missing data and manual errors 

The follow-up process is carried out manually which increases the risk of writing 

errors. When checking one by one on the Workshop Work Order (PKB) sheet for 

PSFU, there is the potential for missing the PKB sheet, so that some customers may 

not go through the PSFU process. Apart from that, when sending messages via 

WhatsApp, there is a risk of errors in writing the name, type of vehicle and police 

number, or even sending errors to the wrong number. 

 

Designing thefollow-up and survey flow models 

After knowing the problems that arise in the Post Delivery Follow Up (PDFU) and 

Post Service Follow Up (PSFU) processes, the author identifies several solutions that can 

be implemented to increase efficiency and reduce the risk of errors in both processes. 

a. Creation of a list of cars equipped with the T-Intouch feature 

One solution that can be implemented is to create a list of line-ups and types of 

cars that are equipped with the T-Intouch feature, to increase efficiency in the PDFU 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

 

129 
IJEBIR, Volume 03 Issue 02, 2024 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

and DEC Tracking customer data input process, especially regarding checking cars 

that are equipped and have activated the feature. T-Intouch. 

b. Double crosscheck system 

The easiest step that can be taken to reduce the risk of errors in manually 

inputting data and sending messages is to implement a double cross-check policy, 

where each step in the PDFU and PSFU process must go through two separate 

checking stages to minimize errors. By calculating the number of PKBs, MRA officers 

can calculate the number of messages that have been sent and the amount of data 

that has been input so that the MRA can check again whether there are any 

messages or data that have been missed. 

c. System improvements 

The solution that can be implemented is to carry out regular system 

improvements. Steps that can be taken include determining a routine schedule for 

evaluating and improving the TDMS system to ensure that the system always 

operates optimally according to the company's needs. In addition, companies can 

consider updating or upgrading devices with the latest technology to increase speed 

and accuracy in PDFU and PSFU implementation. 

d.   Automatisasi proses 

These automation systems can be special applications or platforms designed to 

integrate and execute various steps in the PDFU and PSFU processes. This 

automation system has the ability to combine Workshop Work Order (PKB) sheets, 

WhatsApp messages, and data input into the TDMS system. As an example: 

1) The automatic system can store customer data that has completed service and 

needs to go through the PSFU process. 

2) The data can then be pulled and connected to the WA Blast application in 

Auto2000, where the application can automatically send messages to customers 

and adapt the messages to the data contained in the TDMS. 

3) Next, the system can input or create data related to customers who have been 

contacted. 

4) Customers can fill out a customer satisfaction survey with the link sent via WA 

Blast. 

5) Data from customer satisfaction surveys can be entered into the TDMS system 

and the system can read the results of customer satisfaction surveys filled out by 
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customers, so that the survey results can be integrated directly into the TDMS 

without involving time-consuming manual processes. 

  

 
Figure 4. PSFU Process Automation Model 

Source: Author (2023) 

 

Service quality and consumer satisfaction are highly positively correlated. 

Currently, consumer satisfaction measurement instruments are still separate for PDFU 

and PSFU purposes. Apart from that, the question items on the instrument need to be 

aligned with the service quality items. Auto2000 Sukun can design consumer customer 

satisfaction on one instrument which is based on the SERVQUAL measurement 

instrument for both post delivery and repair. The following instruments are taken from 

research by Izogo & Ogba (2014) and Zygiaris, Hameed, Alsubaie, & Rehman (2022) and 

can be adopted by companies. 

 

Table 1. Instrument for measuring consumer satisfaction with SERVQUAL 

automobile service 

Satisfaction 

1. I recommend my automobile repairer to people who seek my advice 

2. Employing the services of my automobile repairer was a right choice 

3. My overall experience with my automobile repairer services pleases me 
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4. I consider my automobile repairer as my first choice 

5. I intend to continue patronizing my car repairer even if his charges increase 

6. Automobile repairer makes effort to understand my needs 

Empathy 

7. Automobile repairer apprentices make effort to understand customer needs  

8. Automobile repairer apprentices give customers individual attention  

9. Automobile repairer apprentices deal with customers in a caring manner  

10. Automobile repairer apprentices apologize when mistakes are made  

11. Automobile repairer apprentices are always polite  

12. Automobile repairer responds to customers’ enquiries 

13. Workshop treats customers equally 

Tangibles 

14. Automobile repairer has enough parking space for customers 

15. Automobile repairer provides an environment free from danger 

16. Automobile repairer makes use of modern equipment in repairing cars 

17. Automobile repairer apprentices appear professional in their place of work 

18. Automobile repair is convenient to customer 

19. Automobile repair is clean and tidy 

20. Automobile repair has good lighting nad air circulation 

21. Automobile repair is easy to deal with 

Responsiveness 

22. Automobile repairer serves customers promptly  

23. Automobile repairer keeps customers informed about when servicing of their cars  

24. Workshop provides quick and accurate service 

25. Automobile repair solves customer’s complaints effectively 

Reliability 

26. Automobile repairer repairs cars right/correctly the first time problem identification 

27. Automobile repairer fixes cars as promised 

28. Automobile repairer fixes faults in cars at the promised time 

29. Automobile repairer is reliable in terms of handling faults in cars 

30. Automobile repair shows concern for customer’s cars problems 

Commitment/ Assurance 

31. Automobile repairer is always willing to rectify faults in cars 
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32. Automobile repairer is knowledgeable 

33. I feel taken care of this workshop 

Source: Izogo & Ogba (2014) dan Zygiaris, Hameed, Alsubaie, & Rehman (2022) 

 

Expectations for automobile repair services are increasing along with the growth 

in sales of automatic cars. Consumers need quality service and mechanics who have 

skills and experience (Izogo & Ogba, 2014). Preserving their long-term customer 

relationships requires that these businesses both measure and appropriately adjust the 

quality of their service. A customer follow-up may avoid complaints about: delays in 

completing repair works, and poor quality of work and increase in number of returned jobs. 

The consequences of not satisfying customers in the competitive automobile environment 

can be severe (Baidoo & Odum-Awuakye, 2017). Balinado, et al. (2021) in their research 

in the Philippines stated that all dimensions of service quality after sales service at Toyota 

Dasmarinas-Cavite influence consumer satisfaction. After-sales services improve and 

enhance customer satisfaction through effective service quality in the automobile industry 

(Adusei & Tweneboah-Koduah, 2019). Baidoo & Odum-Awuakye (2017) and Hong, Kim, 

& Oh (2020) stated that quality after sales service makes consumers come back and 

encourages them to like other products from the company. 

 

CONCLUSION 

One effective strategy to maintain customer satisfaction is to maintain service 

quality. Follow-up customer satisfaction surveys are a tool used by Auto2000 Sukun to 

measure the extent to which customers are satisfied with products or services and obtain 

direct feedback from customers, understand their needs, and take appropriate action to 

improve service quality. In implementing the follow-up customer satisfaction survey at 

Auto2000 Sukun, there were several problems, namely the process was carried out 

manually starting from checking data, sending messages and inputting survey results. 

This is quite time consuming and has the potential for errors in writing/inputting data. 

Apart from that, another problem that occurs in the data input process is that there are 

problems in the system so that names cannot be input. Therefore, to minimize errors and 

improve work efficiency, Auto2000 can list cars with the T-Intouch feature, implement a 

double cross check system, and adopt an atomatization system. Companies also need 

to adjust customer satisfaction survey instruments according to the items on SERVQUAL. 
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Even though the company's operational system is well organized, the company 

needs to improve efficiency, work effectiveness, and reduce the potential for human error 

in business operational processes, such as carrying out routine checks and 

improvements to the systems and technology used in business processes. Routine 

checks and improvements to the systems and technology used in business processes 

are very important to ensure reliability and operational optimization, creating lists or 

documents that can simplify and speed up checking and inputting customer data and 

creating an integrated system between business processes. Finally, companies need to 

be more active in increasing interactions with customers via social media to communicate, 

provide the latest information, and respond directly to customer feedback. 
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